Media-induced tourism as well as voluntourism are topics increasingly investigated in the tourism literature. However, a discussion of the intersection of these two forms of tourism (i.e., mediainduced voluntourism) is currently missing from the literature. Using the example of two Chinese TV dramas, this article seeks to shed light on motivations and activities of media-induced voluntourists to the Chinese province of Yunnan. Based on a thematic analysis of online postings of the fans of these Chinese TV dramas, the article finds empirical evidence for media-induced voluntourism. The findings reveal that fans travel to Yunnan not only to engage in altruistic behavior, but also to inspect the volunteer work of other fans, as well as to receive recognition from the community. General tourism activities also play a role in their travels. The results indicate that fan voluntourism was strongly motivated by their empathy for the TV dramas' characters and their desire to live the values promoted in these dramas. 
INTRODUCTION
Inspired by recent TV dramas, more and more Chinese fans use online communities to develop social movements, especially volunteering programs aimed at promoting the spirit embodied in their favorite TV dramas. As part of their volunteering efforts, they also travel to the destinations connected with the TV dramas. These destinations can be locations where the dramas were filmed or where events portrayed in the dramas actually happened. In both cases, these locations are typically in very poor, rural China and, because of their remoteness, they are off the beaten tourist path. Both voluntourism and media-induced tourism are seen as important drivers of economic development in rural areas (Christopherson, 2010; Castro, Marola & Corti, 2010; O'Connor, Bolan & Crossan, 2006) ; as such, media-induced voluntourism has the potential to create positive impacts on local economies. However, little is known about the mindset and actual activities of media-induced voluntourists. Previous studies reveal that while media-induced tourists are often motivated by fantasy; voluntourists seek instead to mitigate harsh realities, such as poverty or the impacts of natural disasters. How these two dimensions are negotiated by media-induced voluntourists is unclear. This paper explores the phenomenon of media-induced voluntourism among fans of two very popular TV dramas in China, Soldier Sortie (SS) and My Chief and My Regiment (MCMR), by examining fans' online conversations. It seems that in China volunteering programs initiated by fans of these two TV dramas have taken on an important role in propelling the development of tourist destinations in the province of Yunnan. The study aims at investigating both the motivations as well as specific behaviors of media-induced voluntourists. Such an investigation is important as the connection between media-induced tourism and voluntourism is currently not discussed in the literature (Shao & Gretzel, 2009 ). Further, media-induced voluntourism has the capacity to influence not only economic development but also social aspects of local communities and, therefore, its characteristics and potential impacts need to be understood. Beeton (2005:4) defines 'film-induced tourism' as the "on-location tourism that follows the success of a movie (or set), television program, video or DVD in a particular region". More specific definitions include 'movie-induced' tourism, people seeking sights/sites seen on the silver screen (Riley & Van Doren, 1992; Riley, 1994; Riley, Baker & Van Doren, 1998; Im, Chon, Peters & Weiermair, 1999) , as well as 'television-induced' tourism (Butler, 1990) . The broadest definition refers to the phenomenon as 'media-induced' tourism. Nielsen (2001) conceptualizes media-induced tourism as influences of mass media on travelers' trip planning and decision-making processes through more than film, television, and traditional literary formats (e.g. books, journals etc.), including radio, government reports and other communication platforms. The current study focuses on the influence of television programs in tandem with online fan culture or 'cyber-fandom' (Costello, 1999) . . Therefore, Nielsen's (2001) broader notion of media-induced tourism is adopted for this study.
BACKGROUND

Motives of Media-Induced Travelers
Existing research which has sought to align the motives of media-induced tourists with the personal seeking dimension of Iso-Ahola's (1982) model of tourism motivation (Singh & Best, 2004 ) may also be applicable in the context of this study. Based on the research of Kim, Agrusa, Lee and Chon (2007) and Lee, Scott and Kim (2008) , it is proposed that people's involvement with a TV drama affects their perceptions of tourism destinations (familiarity, image, and visitation intentions). Kim et al. (2007) found that empathy with actors or actresses contributed to Japanese viewers' preferences for and involvement in Korean dramas, and their desires to visit Korean locations associated with these dramas. In contrast, Kim and Richardson (2003) found a link between the viewing of a film and desires to visit the destination, but did not find the relationship to be mediated by empathy with film characters.
More recent research studies have begun to question the actual contribution of media in creating strong motivations for travel and tourism. For instance, a survey conducted by Macionis and Sparks (2009) found that of the people who like watching films and travelling, only 4 percent of the total respondents claimed the main reason for travel had been film related, while most just happened to visit a film location in the course of a trip motivated by other factors.
Following this study, media-induced tourism can be seen as an incidental tourist activity. Di Cesare, D'Angelo and Rech (2009) investigated different phases of the decision-making process starting with a desire to travel induced by films, searching for information about places seen in films, having or changing destination images and perceptions, choosing the travel destination, and finally purchasing a tourist product. Although they confirmed a strong influence of film viewing on the desire to travel, the influence gradually weakens as the decision process goes on.
Additionally, previous research has yet to examine how the themes and concepts portrayed in media (e.g. TV dramas) induce certain feelings that lead to travel. Shao and Gretzel (2009) found emotional involvement in a drama leads to strong desires to visit the place where the story really happened, and that during their travels, fans often engage in meaningful activities such as volunteering and self-reflection. This suggests that for some fans, volunteering could be a strong motivation for travel to the filming or actual location. The current study further explores this connection between media consumption and travel motives.
Motives of Voluntourists
Volunteer tourism or voluntourism has been defined as "utilizing discretionary time and income to travel out of the sphere of regular activity to assist others in need" (McGehee & Santos, 2005:760) . Wearing and Neil (2001:1) describe activities undertaken by 'voluntourists' as involving "aiding or alleviating the material poverty of some groups in society, the restoration of certain environments or research into aspects of society or environment." Zahra and McIntosh (2007) and Mustonen (2006) claim that voluntourists are differentiated from other tourists in that their primary and most significant motivation is altruism rather than escapist tourist motives. Brown and Morrison (2003) mention that the only requirement of many voluntourism providers is that their clients need to have the desire to help other people. On the other hand, previous research suggests that altruism may not be the primary motive of voluntourists because they are not only volunteers but also tourists. Like volunteers, voluntourists may be motivated by altruistic reasons. However, like tourists, voluntourists may also be motivated by the search for pleasure, adventure, and meeting other people (Gazley, 2001 ). Wearing and Neil (2001) stress personal development as an important motive for voluntourists. Brown and Lehto (2005) assert that voluntourists have four main motives: cultural immersion, giving back and making a difference, seeking camaraderie with fellow volunteers, and family bonding and education. In addition, their research found that voluntourists generally expect to immerse themselves in local cultures with the hope of finding a connection with the local people.
In summary, existing research found the motives for voluntourists include both altruistic and self-related perspectives. Altruistic motives are the distinct characteristic that differentiates voluntourism from other forms of tourism, and encompass helping others in need, restoring the environment, and helping the host people (Butcher, 2003; Scheyvens, 2007; Stoddart & Rogerson, 2004) . Self-related motives involve hedonic experiences and self-development. Selfdevelopment includes contemplating, fulfilling a dream, expressing individuality, enriching oneself, developing skills relative to university studies and future careers, engaging in meaningful experiences, bonding with others while travelling, and enjoying the feeling of being part of a team (Brown & Lehto, 2005; Brown & Morrison, 2003; McGehee, 2002; McGehee & Norman, 2002; McGehee & Santos, 2005; Mustonen, 2006; Sin, 2009; Stoddart & Rogerson, 2004; Uriely, Reichel & Ron, 2003; Wearing, 2003; Wearing & Deane, 2003; Wearing & Neil, 2001 ).
So far, the specific motivations of media-induced voluntourists have not been researched.
The question is if and how the escapist motivations of media-induced tourists are combined with the altruistic and self-development focused motivations of voluntourists, and to what behavioral consequences they lead. Also, while media-induced tourists seem to be driven by empathy for television characters, voluntourists supposedly feel empathy for local residents. How mediainduced voluntourists negotiate to whom they direct their feelings of empathy has yet to be clarified through empirical research.
Media-induced Voluntourism
Scarpino's (2008) media-induced travel study on the American television show One Tree Hill discussed fans' online conversations and participation in the show's annual charity basketball game, which continues to spur large numbers of fans to travel to Wilmington, North Carolina, USA (Hotz, 2008) . The fans of the U.S. TV drama Lost traveled to 'Lost Weekend' parties, during which money for charities endorsed by the cast & crew was raised (see http://lostradio.com/lostweekend/). Additionally, Shao and Gretzel (2009) 
found My Chief and My
Regiment fans traveled to Tengchong in Yunnan, China for volunteering purposes. Given these initial hints at fan-based volunteer travel but lack of literature on media-induced voluntourism, this paper seeks to fill this gap by finding more empirical evidence for the link between mediainduced tourism and voluntourism.
Soldier Sortie and My Chief and My Regiment
China is known for its large scale TV series production and consumption. In 2007, the annual output of TV series reached 529 with 14,670 sets, ranking first in the world (Liu, 2008) .
According to the latest survey conducted by the National Bureau of Statistics of China commissioned by China Central Television, the total number of Chinese television viewers aged over four was 1.2 billion (Liao, 2007) . It is worthy to note that, as online video websites become more and more popular, many viewers prefer to watch TV series online at a time convenient for them. The two dramas have evoked very strong emotions among Chinese viewers as they both incorporate traditional (pre-communist) Chinese values and portray an aspect of history and Chinese identity that remains largely unknown to the Chinese people. Unfortunately, before airing the government must approve Chinese TV series. To pass the test, the dramas, especially MCMR, use a number of metaphors to convey their messages. Thus, there is a great desire among fans to discuss and interpret these metaphors. Interestingly, this aspect has spurred extensive online discussions among Chinese fans serving as the basis for this research.
Both
Cyberfandom
Modern day fan culture is participatory and provides individuals the opportunity to experience their favorite TV shows through a support-based community of peers and fans. In this sense it cultivates fan involvement through various forms of mass media (i.e., radio, television, and the Internet) (Baym, 2000; Greenwald & Leavitt, 1984; Sood, 2002) . Costello (1999) describes modern fan culture as one where traditional fans are distinguished from newly emergent fans that routinely use the Internet to display their involvement with a show.
Cyberfandom, a composite of "cyber" and "fandom", is used to refer to online fan culture (Costello, 1999; Scarpino & Gretzel, 2008) . Cyberfandom provides opportunities for fans to become even more immersed in fan culture by introducing a plethora of show-related websites and activities online. These activities vary by show, television network, or fan site owner/creator.
Common activity platforms include online fan-based message boards, episode spoilers, musical soundtrack downloads, games, chat, online discussion forums, etc. Jenkins' (1992) also mentions creation of fan fiction as an important cyberfan activity.
Online communities have in general been described as having the following core characteristics (Whittaker, Issacs, & O'Day, 1997: 137) :
• Members have shared goals, interests, needs, or activities that provide the primary reason for belonging to the community;
• Members engage in repeated, active participation and there are often intense interactions, strong emotional ties and shared activities occurring between participants;
• Members have access to shared resources and there are policies for determining access to those resources;
• Reciprocity of information, support and services between members is important;
• There is a shared context of social conventions, language, and protocols.
In the case of cyberfandom, fans use online communities to exchange information, discuss issues, organize fan activities, and to generally engage in conversations with other like-minded individuals. Wang and Fesenmaier (2006) discuss online communities as an important communication channel in tourism fulfilling functional as well as psychological and social needs. Scarpino and Gretzel (2008) found that online communities are extensively used in the context of media-induced tourism as fans share stories about their trips and plan media-induced travel using online forums as a platform to aide information search and decision-making processes.
The Online Communities of SS and MCMR
The popularity of SS and MCMR has in part manifested itself through the scale ofthe online communities of these two TV series. Using Baidu China, SS fans created a forum in 2007, becoming the largest TV-themed online community in China. As of April 21, 2010, the number of SS forum members in Baidu China had reached 29,606. Following the conclusion of SS, the playwright, director and most of the actors shifted over to create MCMR, resulting in followers of SS joining the MCMR forum before its official launch, while new MCMR fans connected after actually watching the show. By April 21, 2010 the number of members in the MCMR forum in Baidu China was 6,000, ranking second among Chinese online TV forums.
In addition to the above forums, SS fans and MCMR fans also created or joined other sub-forums related to these two dramas. For example, the playwright, the director and many main actors in these two dramas have their own forums. Furthermore, fans also created subforums dedicated to discussing specific topics related to SS and MCMR. Specifically, SS created an online group called Family of Seasons in the Sun (FSS), which establish primary schools, especially in remote and poor rural regions such as rural villages in Yunnan. As most Chinese fans are familiar with QQ, a chatting tool provided by Tencent (the largest social medium in China), they also created various QQ groups. In general, SS fans and MCMR fans are very active in online conversations throughout these various communities, discussing issues, having virtual parties, and creating content related to these two dramas.
SS Fans and MCMR Fans
As the connection between the two dramas is quite strong, sharing the same production crew, playwright, director and ultimately fans, many sub-forums, such as the FSS forum, include fans from both TV dramas. The profile of MCMR members varies, and includes teachers, students, entrepreneurs, housewives, engineers, and the unemployed. Yet, they are united in their feelings toward the drama. One member summarizes this sentiment: "We love MCMR, unrelated to age, gender, education, experience. We all like it, with no reason" (Shao & Gretzel, 2009 
Yunnan as the Filming Location
The Chinese province of Yunnan is used as the filming location of SS, and Tengchong, Yuan.
As SS was mainly filmed at military camps in Yunnan, which are not open to the public, while MCMR was predominately shot in Tengchong County in Yunnan, there are more MCMR fans than SS fans traveling to Yunnan. Baoshan Daily (Dong, 2010) 
METHODOLOGY
Research Method
Coined by Kozinets (2002) , netnography, refers to applying anthropological techniques to cultural and community research via computer-mediated communications. Netnography serves as a methodology where information published in online forums can be used to identify and understand the needs and decisions of online consumers by allowing researchers to observe the environment and natural behaviors of their research subjects online and often in real-time (Kozinets, 2002) .
Research Questions
In order to explore the volunteer activities and motivations of fans, a qualitative 'netnographic' study (Kozinets, 2002) using fans' online conversations from forums dedicated to the volunteer efforts of SS fans and MCMR fans was conducted. Attention was paid only to those threads related to the following research questions:
1) What kind of volunteer activities do SS fans and MCMR fans discuss in their online conversations related to the dramas of SS and MCMR?
2) What kind of voluntours have they taken?
3) Why do they participate in volunteering activities as fans?
4) Do all fans who participate in volunteering activities desire to travel? 5) Why do they travel to the destinations rather than only volunteering through donations and fan art contributions online from home?
Data Collection
The online postings of SS and MCMR fans served as the data for this study. April 21, 2010 served as the cut-off date, and only entries posted before this date were considered.
Web Site Selection
Based on Kozinets' (2002) criteria for website selection, the following elements were acknowledged as critical in identifying suitable data sources:
1) Forum members discuss media-induced volunteering travel and/or tourism directly or indirectly related to SS or MCMR;
2) Highest "traffic" of postings related to SS or MCMR;
3) Large numbers of discrete message posters;
4)
Detailed or descriptively rich data;
5)
Between-member interactions of the type required by the research questions.
Based on the selection criteria, the Baidu Forum, Family of Seasons in the Sun (FSS forum) dedicated to discussing SS fans' volunteering activities, and the Baidu Forum, My Chief and My Regiment (MCMR forum) dedicated to MCMR fans' volunteering efforts were selected as the two online communities for this study. In order to collect all postings related to volunteering activities of MCMR fans, one of the three administrators of the MCMR forum was contacted to gain access to the restricted forum Silent (Silent forum). Silent forum is dedicated to discussing MCMR fans' activities related to helping veterans. Consequently, the Silent forum was included as the third online community analyzed for our study.
Data Extraction
In order to extract online conversations related to media-induced voluntourism, different strategies were used to select and gather data. The remaining 37 "FSS Announcements" threads and 6 "FSS Donation List" threads were only used to obtain general information about the volunteering work of FSS.
Insert Table 1 
Insert Figure 1 about here
Data Analysis
Thematic analysis, which is a form of content analysis, was applied to all relevant postings to unearth answers to the research questions. Thematic analysis (Fereday & MuirCochrane, 2006; Attride-Stirling, 2001; Boyatzis, 1998; Aronson, 1994) is the process of collecting, analyzing, and coding information into emergent themes (Merriam, 1998; Strauss & Corbin, 1998; Taylor & Bogdan, 1984) . Thematic analysis is referred to as "a method for identifying, analyzing, and reporting patterns" (Braun & Clarke, 2006, p.76 ). The method is relatively flexible compared to other qualitative methodologies as it can be used both in an inductive approach and a theoretical or deductive approach (Braun & Clarke, 2006; Boyatzis, 1998) . The research questions served as the initial coding framework. The coding was completed by one of the authors who is Chinese as well as a fan of both TV dramas, and who engages in cyberfandom for both shows. As qualitative research needs the researcher to be the instrument of the study, the researcher's immersion in the dramas and fan culture allowed for the analysis of postings from an insider perspective. The other authors then analyzed the translated coding scheme supported by exemplary postings.
RESULTS AND DISCUSSION
Volunteer Activities of Media-Induced Tourists
The analysis of online postings identified a variety of volunteer activities, differing somewhat between SS and MCMR fans. Therefore, SS and MCMR activities will be discussed separately before drawing general implications about the behaviors of media-induced voluntourists to Yunnan.
SS Fan Activities
Postings 
1) Onsite Donations Distribution at SSHPS
FSS members travel to rural locations to inspect sites for future SSHPS projects and to visit the already completed SSHPS. Members also mention that during the onsite inspections, it is common for FSS to deliver donations to candidate schools, such as books, stationery, electric blankets, shoes, socks, clothes, and etc. FSS members posted numerous photos in the forum connected to these inspections and donations. Figure 2 shows photos taken on trips to distribute in-kind donations in two SSHPS candidate schools.
Insert Figure 2 about here
In addition to delivering donations during the inspection phase, fans also traveled to visit the first SSHPS when it was established. FSS members feel compelled and are encouraged to see Insert Figure 6 about here In summary, while most fans donated money and materials online from the comfort of their homes, other fans have visited the donation locations to engage in further volunteer activities and/or to see with their own eyes the impact their activities on local residents. Also, while the specific volunteer activities differ between SS and MCMR fans, they largely overlap and are mostly focused on helping children in rural areas. Education is an important theme in both dramas, challenging the education system that is currently supported by the Chinese government. For MCMR, giving recognition to the forgotten veterans is also a central theme.
Thus, the volunteer activities are not random acts of kindness but are directly related to themes emerging from the TV dramas. In addition, these activities can be seen as grassroots political activism that reflects bottom-up nationalism inspired by the TV drama. Overall, even though not all fans have had the opportunity to travel, the volunteer work seems to spur a great desire to visit the actual locations to see the difference that fan contributions have made.
Remarkably, fans postings also indicated some awareness of the potential negative impacts of their voluntourism, and their attempts to control them. For example, Silent Forum members developed rules each member must comply with in order to minimize disturbing the lives of the veterans they help, such as not speaking to traditional mass media about their volunteering activities, and not visiting veterans without first asking permission.
Motivations of Media-Induced Voluntourists
The fan postings were also analyzed with respect to indications as to why the TV fans engage in volunteering and, specifically, voluntourism.
SS Fan Motives
In the case of SS, fans said the specific values of SS --"Do something meaningful! (做有 意义的事儿！)" and "Never abandon, never give up! (不抛弃不放弃！)" drove them to engage in volunteering. Both lines are so popular among the Chinese that Chinese Premier Wen Jiabao cited the latter in the rescue campaign after the Wenchuan Earthquake in 2008. The notion of "Never abandon, never give up!" is so inspiring that one section of the drama's script has been included in language textbooks of vocational high schools, and SS has become a topic in the College Entrance Examination in the Shandong Province. This is the type of spirit that motivates fans to engage in volunteering. In summary, the fans of both TV dramas were strongly motivated to engage in volunteering and the voluntourism connected to it as a way to show their love for the dramas, express their identification with the values they portray, show their commitment as fans and achieve greater belonging to the community of dedicated fans. Their actions clearly help locals in Yunnan and other parts of China; however, the main motivating factor seems to be the ability to live the spirit of the dramas. Self-development, as the characters in the drama experience it also is a major driver according to the postings.
CONCLUSIONS
Based on a netnographic study of the two TV drama forums, this study found the TV dramas created strong motivations for their fans to volunteer in order to live the values promoted by the shows. These volunteer activities, in turn, either require travel to the locations associated with the drama or evoke strong desires to see the effect of the volunteer work with their own eyes. The actual volunteer work conducted by fans takes on different forms, depending on the specific themes promoted in the dramas and encompass promoting education, helping veterans with gifts but also trying to give them recognition, and actual disaster relief work. Thus, the voluntourism undertaken by the fans involves work as well as inspection and spending time in local communities. As the dramas are highly political, these actions are as well and aim at realizing traditional Chinese cultural ideals as promoted in the storylines of the dramas. However, ultimately it is the desire to show commitment as a fan and also to experience the same personal transformations that the drama characters undergo that motivates the fans to engage in altruistic behaviors. Simply donating money is not enough for most fans, as they desire self-development that can only be achieved through actual travel to and work on location. While the voluntourists in Yunnan included in this study organized their trips around volunteering, they also engaged in general tourist activities. Traveling to bond with other fans in the real world was also a theme that emerged and supports the argument that cyberfandom is a main driver of the voluntourism examined in this paper. Further, the findings allow for an enhanced understanding of media-induced tourists and voluntourists, which is important for destination marketers looking to successfully connect to this very different group of travelers. The research results hinted at opportunities for destinations to encourage media-induced voluntourists to travel beyond their actual volunteer work assignment. They also illustrate the necessity to support these travelers in living the spirit of the drama through their trips. In addition, destinations could play an important role in fostering fan activities such as reenactments and helping fans connect with other fans while traveling.
Furthermore, being aware of the power of TV dramas and the volunteer efforts they can spur in addition to travelling to a filming location, destination governments may consider establishing official policies to encourage filming activities, especially in poor areas in China.
The study has of course limitations. First, it is based on the researchers' interpretations of the fan postings. The great advantage of netnography is that texts used for analysis are unmediated. Yet, this is also a disadvantage as the texts only contain implied meanings and clarification questions cannot be asked. The authors suggest that future studies should involve in-depth interviews to ask fans directly about their motivations and also to uncover aspects of their trips that they might not include in public postings. Second, the ability to have coding reviewed by more than one Chinese-speaking researcher would also be beneficial. Third, this study focused on two popular TV dramas in China and the results are thus not only grounded in the culture of those specific dramas but also in Chinese culture and society. Studies of other TV dramas that have spurred volunteering and maybe even voluntourism are needed to test the empathy -identification -altruism pattern in other contexts.
Additionally, while the results of this study appear in general to lean more toward the positive, future studies may investigate the potential negative impacts of media-induced voluntourism, specifically, long-term impacts on communities after TV shows are cancelled or filming is moved to other locations. Conversely, voluntourism may be manageable for these small communities now, but should this media-induced voluntourism phenomenon continue to grow, a closer look at social and environmental issues is suggested. 
